Abstract: This paper aims at determining the factors that influence the growth of international business tourism and understanding whether the demand growth of business tourism spreads across neighbouring countries. For the development of the empirical research, data has been collected from a sample of 136 countries worldwide, and spatial econometric techniques have been used. Evidence that supports the idea that the main factors related to the increase in incomes of business tourism are the private investment on tourism assets, the leisure tourism and the trade openness in relation to the outside world is presented. This study also reveals that the demand of business tourism in a country is not contagious, that is, the demand varies neither with the demand of its neighbours nor with their exogenous characteristics. The results have important implications for the choice of tourism policy goals at national levels and the corresponding policy instruments.
Introduction
Over recent years, applied researchers have become increasingly interested in international business tourism. This fact may be explained because business tourism is both an important and a booming sector. According to the World Travel and Tourism Council 1 (WTTC), in 2014, the revenue from travel and business tourism worldwide totalled U.S. $ 1,175.67 billion and represented, in the same year, about 31% of the revenues resulting from travel and leisure tourism. On the other hand, according to this organisation, international business tourism is a booming sector that revealed, in the past decade, an average annual growth exceeding 10%. This tourism sector has important implications at the national level as well. Several researchers have highlighted that business tourism grants countries a multitude of benefits of an economic, social and cultural nature; namely, it reduces the problem of seasonality associated with leisure tourism, shares the same physical infrastructures of leisure tourism, improves the image of the destination, stimulates the leisure market, is a more powerful source of revenue than leisure tourism, strengthens international trade and cultural ties between countries and is a tourism sector strongly generator of direct and indirect jobs (Wootton & Stevens, 1995 The majority of studies in this field have focused on the analysis of this sector using micro data (primary data obtained from surveys) and a consumer behaviour approach. However, a few studies have used a macro approach, examining the factors that may lead to the enhancement of competitiveness of the countries in this tourism segment (Var, Cesario & Mauser, 1985; Kulendran & Witt, 2003) and none of them has considered that international business tourism operates in a global context. Thus, each of these previous studies has researched only a part of this complex phenomenon. As they are almost always focused on the micro and consumer approach and limited to a country or a region, they do not consider the aggregated (national) results of this sector. Therefore, government policies for the development of this sector do not benefit from the complementary perspective that an aggregate analysis may provide.
Additionally, it is important to highlight the existence of an increasing field of knowledge carried out by several researchers (Deng & Paci & Marrocu, 2014) , who demonstrate the influence of neighbouring regions in the performance of a tourist destination. However, no studies that allow presenting evidence about the role of neighbouring countries in business tourism can be found.
Consequently, the purpose of this research is twofold. First, it seeks to study the (macro) factors that may be controlled by the action of economic agents and political decision-makers and that determine the growth of business tourism on a global scale. Second, as the main contribution of this paper, it intends to understand whether the demand of business tourism is contagious and spreads across neighbouring countries. To this end, we follow the theoretical framework put forward by Manski (2000) , and a cross section of 136 economies is used. This paper has the following layout: first, the theoretical framework is presented. Second, the empirical method is analysed. This is followed by empirical results. Finally, some concluding remarks are brought out.
Literature review

The controllable determinants of business tourism
The determinants of the demand for a tourist destination result not only from factors closely associated with demand, but also from factors connected with supply (Middleton, Fyall, Morgan & Ranchhod, 2009 ). This means that the concepts related to tourism are linked to the demand side and, as such, are inconsistent with accepted standards and definitions in other industries (Smith, 1988) . Therefore, it is pertinent to carry out a reflection about the concepts related to tourism supply.
According to several researchers (Smith, 1988; Page, 2003; Pike, 2008; Middleton et al., 2009) , it is possible to understand that tourism is linked to the travel and tourism industry and brings together a multiplicity of interveners that contribute to the notion of value presented to the tourist consumer. Indeed, the constituent elements of the tourism supply chain that meet the needs of visitors are numerous (Kaukal, Hong & Yan, 2011) . Consequently, the existence of more or less demand will depend on the configuration of these elements in a tourist product. Thus, the tourism product should be envisaged as a combination of various elements that constitute the tourist offer (Davidson & Maitland, 1997; Middleton et al., 2009 Seetaram, 2012) , the scientific community has, additionally, focused on factors that justify the displacement of people and organisations for business purposes.
Studies of the scientific community in the business tourism field are, above all, divided into two specific areas: (i) determinants associated with the participation of individual delegates at a convention, which may be typified in personal and business factors, factors related to the association and conference and factors related to the country of destination (Oppermann & Considering the factors related to the choice of location by companies and associations to carry out a convention, it is possible to understand that there are some factors that may be controlled by the action of economic agents and political decision-makers and, at the same time, that there is a variety of factors that, for reasons that are natural, historical or alien to their own destiny, are beyond the capacity of being influenced by the various actors (i.e. climate, natural disasters, natural landscape, popular culture, geographic location, distance from attendants, historic buildings and monuments, amongst others). Therefore, it should be emphasised that there are factors, which are controllable by institutional actors, that may influence the business tourism at the tourist destination, namely, (i) the monetary vacation cost in the destination country (the monetary expense of transportation and access, the cost of suitable accommodation and the cost of the meeting space); (ii) the equipment for business meetings (the availability and ability of the site to provide suitable-sized facilities and service quality); (iii) security (the place provides a safe political environment, a secure social environment and a weak possibility of strikes, boycotts and other possible adverse events); (iv) the dynamism of leisure tourism, industry, trade and services; (v) the infrastructure (the suitability and standard of the local infrastructure); (vi) the ability of urban, commercial and economic regeneration; (vii) hospitality (associated with qualification and preparation for tourism on the part of residents); (viii) the accessibility of the site (in particular, the connections to the business destination and the infrastructure for transport); (ix) the room equipment (the number of available rooms and the perception of the service standards); (x) the opportunities for culture and recreation (museums, monuments, parks, local tours, historical sites, theatres, bars, restaurants, nightclubs, sports and activities that the tourist may engage in, either as spectator or participant); and (xi) the degree of financial and trade opening of the country of tourist destination in relation to the outside world (influencing the trading relationship between countries, namely, negotiations, business deals and selling, amongst others).
The influence of neighbouring tourist destinations
Over the past century, many social scientists have argued that agents belonging to the same group tend to behave similarly and their behaviours vary positively with the prevalence of this behaviour in the group (Hyman, 1942; Merton, 1957; Granovetter, 1979 , as cited in Manski, 2000 Manski (2000) , individuals might be influenced by their social environments, through endogenous or contextual interactions, whilst non-social phenomena might be explained by correlated effects.
Over the past decade, literature on tourism has also revealed some interest about spatial interactions between tourist destinations. For example, some authors have explained that a tourist destination may be seen as a territory, whose boundaries are not clearly defined (Pike, 2008; Cooper et al., 2008) , that depends not only on the stakeholders present on the tourist destination but also on the stakeholders present on the other destinations Paci and Marrocu (2014) explain that tourist regions may present patterns of spatial dependence and demonstrate the influence of neighbouring tourist regions in the performance of a tourist destination, namely, on tourism demand. However, no studies can be found yet on the influence of neighbouring countries in business tourism context.
The above reflections lead, thus, to the development of the following research questions: (1) Which are the factors influencing the growth in the demand of international business tourism that may be susceptible to be controlled by economic agents and policy makers of destinations? (2) Do neighbouring countries stimulate the demand growth of international business tourism in a country?
Method
Sample
With the aim of conducting an analysis in the short-and medium-term perspective, data were collected from all countries worldwide and provided by the WTTC, Data World Bank and Worldwide Governance Indicators (integrated into the World Bank), for the last five years of the past decade, specifically for the years 2005 and 2009. In order to proceed with sample homogenisation, countries that had missing values in the reference years are excluded from the sample. Indeed, a sample collection composed of data from 136 countries was designed (representing the main destinations for business tourism in the global context). To make the modelling and estimation, the GeoDA (Anselin, 2003) software was used after the construction of the data table in Microsoft Office 2010 Excel software.
Dependent and Explanatory Variables
According to the research questions, we considered, as dependent variable, the variable 'business travel and tourism spending'. This variable can be obtained from the WTTC through the database available online. 1 According to the WTTC (2011), 'business travel and tourism spending' consists of business trips spending made within a country by residents and international visitors. However, it is noteworthy that data for this variable are subject to the incorporation of the gross domestic product (GDP) deflator of the corresponding countries (from the base year 2002). 2 Following the existing literature and the controlled factors by several stakeholders that influence business tourism, different explanatory variables are introduced into the analysis. Thus, we present the explanatory variables considered: -The capital investment variable will operationalise the opportunities for entertainment and culture resulting from private investment, investment in accommodation and meeting facilities and connections of private companies to the destination/location of the meeting (related to the accessibility dimension). 3 However, it is worth noting that the data will be subject to the incorporation of the GDP deflator for the respective countries, in order to obtain a time series with real data (base year 2002); -the leisure travel and tourism spending variable explains the dynamism of leisure tourism and can be measured on the basis of the spending on travel and leisure tourism adjusted by the GDP deflator (base year 2002); -for the vacation cost in the country of destination, the cost of living variable is proposed, which will be handled from the proxy ratio -conversion factor of purchasing power parities to the market exchange rates. This ratio is the result obtained by dividing the conversion factor of purchasing power parities by the market exchange rate; -the economic activity (GDP) variable aims at operationalising the dynamism of public and private sectors (in particular, industry, trade and services) of the economic activity and generating added value for the tourist. This variable will be measured on the basis of the real GDP indicator built from the GDP at constant prices (base year 2002); -the degree of economy openness in relation to the outside world will be operationalised with the trade openness variable and foreign direct investment variable. The first variable can be measured on the basis of imports plus exports from the country of destination in relation to the GDP of the country of destination (see Kulendran Regarding the governance factors present in the literature, we propose -the government effectiveness variable, which will operationalise the factor related to the opportunities for entertainment and culture resulting from public investment, hospitality associated with the qualification of the residents and general infrastructure, promoting aspects of the visitor's accessibility; -the political stability and rule of law variables for safety policy and social security factors, respectively; -the regulatory quality variable, which will operationalise the ability of economic, commercial and urban regeneration of the countries promoted by public authorities.
The relationship between the explanatory variables and the controllable factors is presented briefly in Table 1 .
Data Sources of the Explanatory Variables
Taking the explanatory variables exposed into account, we present the sources of data collection considered: two explanatory variables, namely capital investment and leisure travel and tourism spending, based on the WTTC through the database available online. 4 Cost of living (proxy ratio of purchasing power parities to market exchange rate), economic activity (GDP), trade openness (imports plus exports in relation to the GDP) and foreign direct investment are variables that can be obtained from the Data World Bank. 5 Finally, the governance variables for government effectiveness, political stability, absence of violence and regulatory quality stem from the Governance Indicators are provided by the World Bank. 6 Towards a better understanding, we summarise the units of measurement associated with the dependent and explanatory variables in Table 2 .
Spatial Data Analysis
This article aims at determining the controllable factors that influence the growth rate of international business tourism and understanding whether the demand of business tourism is contagious. To address these objectives, we follow the conceptual framework proposed by Manski (2000) . Thus, our empirical research distinguishes the existence of three hypotheses: (1) correlated effects, wherein countries in the same neighbourhood tend to show similar levels of growth of business travel and tourism spending because they share similar national characteristics or face similar institutional environments; (2) endogenous interactions, wherein the growth of business travel and tourism spending in a country varies with the growth of business travel and tourism spending of its neighbourhood; and (3) contextual interactions, wherein the growth of business travel and tourism spending in a country varies with exogenous characteristics of its neighbourhood.
Representing the growth of business travel and tourism spending in country i by ΔBTTS i , the following cross-sectional specification is used:
where α and β are the parameters to be estimated, x i is the set of variables conditioning the growth of business travel and tourism spending in each country i and ε i is the (N×1) vector of independent and identically distributed error terms with variance. Specification (1) only considers the existence of correlated effects, that is, the interdependence amongst neighbouring countries is not contemplated.
If endogenous interactions occur, the equation would contain a spatial lag of the growth of business travel and tourism spending variable amongst the explanatory variables: the growth of business travel and tourism spending corresponding to each country depends on a weighted average of growth of business travel and tourism spending for neighbouring countries. Therefore, the model to be estimated could be expressed as
where ρ is the spatial lag parameter and W is the spatial lag matrix. The last possibility would be to consider that the error term in the equation is spatially auto-correlated. In this situation, the existence of contextual interactions is identified. Hence, any influence omitted from the model specified and spatially auto-correlated will lead to a spatial pattern in the growth of business travel and tourism spending known as 'spatial error dependence'. Thus, the model could be written as
where λ is a parameter and u i is a disturbance term. Finally, if the simultaneous existence of endogenous interactions, contextual interactions and correlated effects occurs, the model would be Δ BTTS i = α + ρW Δ BTTS i + β Δ X i + ε i ; ε i = λW ε i + μ i
The proposed approach will allow us to analyse the relevance of growth of business travel and tourism spending in neighbouring countries on the growth of business travel and tourism spending in a country. To test the three hypotheses derived from the conceptual framework proposed by Manski (2000) , we have to accomplish the Moran's I analysis for residuals of the regression and Lagrange multiplier tests (Anselin, 2005) : -Moran's I analysis for residuals of the regression: the Moran's I is defined as where e is a vector of ordinary least squares residuals, N is the number of countries and is the sum of all elements of the matrix of spatial weights. Formally, w ij = 1 if countries i and j are neighbours and w ij = 0 otherwise. This (Queen Contiguity) Matrix ensures that interactions between countries with common borders are taken into account. A row-standardised form of the W matrix is used for the ease of economic interpretation. The null hypothesis of Moran's I allows 
Results
The spatial data analysis is estimated for our sample by means of OLS, disregarding interdependence across countries. In this step, we will attempt to find out the existence of interdependence across countries within the estimated relationship. Table 3 displays that the overall regression is significant (F = 7.905391, p < 0.001). On the other hand, it also allows verifying that capital investment is significant (t = 4.670757, p < 0.001) and corroborates previous empirical works on the importance of the quality and availability of equipment for accommodation, equipment for catering and similar, entertainment and culture and accessibility Finally, we find that the degree of trade openness in relation to the outside world is also significant (t = 3.986831, p < 0.001). Indeed, the more the economy is exposed to the outside world, the larger is the flow of travel and business travellers, in line with the work developed by Kulendran and Witt (2003) .
We still do not find evidence on the existence of heteroskedasticity (White, Breusch-Pagan and KoenkerBassett tests) from this estimation. The value of Moran's I for the residual is 0.1445705 for a Queen Contiguity Matrix and the null hypothesis of no spatial correlation is not rejected (p > 0.05). There is, hence, evidence of the non-existence of spatial autocorrelation. In the same line, the LM (lag) test and the LM (error) test are not significant. Thus, support is not found for the adoption of a spatial lag model or a spatial error model. As we can verify, correlated effects are found, but there is no evidence of endogenous or contextual interactions. Therefore, we can assert that the growth of business travel and tourism spending in a country neither depends on the growth of business travel and tourism spending of its neighbours nor varies with contextual (exogenous) characteristics of these countries. Furthermore, countries in the same neighbourhood tend to show similar levels of growth of business travel and tourism spending because they share similar national characteristics or face similar institutional environments (Manski, 2000) . Thus, the neighbouring countries have not relevance to the growth of business travel and tourism spending in a specific country, and it is worth noting that these results do not corroborate other studies that demonstrate the influence of neighbouring regions in the performance of a tourist destination ( 
Concluding remarks
This study was motivated by the increasing relevance of business tourism in the world economy. In recent years, literature has presented the micro-determinants associated with the participation of individual delegates at a convention and associated with the choice of location by companies and associations. However, research on the competitiveness of business tourism, as well as an increasing field of knowledge in tourism studies, namely, the influence of neighbouring in the performance of a tourist destination, has been neglected by the scientific community. On the other hand, academic scholars have been focused on the micro and consumer approach, ignoring an aggregated (national) approach. Nevertheless, there is the lack of a complementary perspective that an aggregate analysis may provide to policy-makers and economic agents. Thus, the development of this paper aims at determining the (macro) factors that influence the growth of international business tourism and understanding whether the demand growth of business tourism spreads across neighbouring countries.
With respect to the determinants of differences in the growth of business travel and tourism spending amongst countries, the results from this research suggest that differences are explained by economic variables, such as capital investment, leisure travel and tourism spending and trade openness. These macro variables should be considered by policy-makers and economic agents to foster the growth of business tourism in their tourism destination and gain market share in a global context. Thereby, so as to increase the incomes of business tourism in the short and medium terms, it is important to promote private investment in accommodation facilities, catering, cultural and sporting equipment and transport equipment specifically for touristic purposes, leisure tourism and the degree of trade openness of the country in relation to the outside world.
This information is important for destination marketing organisations and companies in the tourism industry, as well as for policy-makers. Thus, for destination marketing organisations to contribute to the development of a policy of growth in the short and medium terms for travel and business tourism, they must develop strategies to promote business tourism integrated with leisure tourism, for example, assuming the same markets as well as the same promotion and distribution channels.
Companies in the tourism industry should also direct their promotion, in an integrated way, towards the two segments referred to, as well as focus their investments in equipment that creates value throughout the tourism supply chain, in particular in transport (e.g. buses, taxis and rent-a-car), equipment for accommodation and catering (e.g. hotels and restaurants) and equipment for entertainment and culture (e.g. pubs, discos, shops, sporting equipment, amusement and thematic parks, guide tours, theatres and museums).
The political decision-makers, in particular the national and local government, should develop policies that encourage private investment in fixed capital in the tourism industry, for example, creating support programmes for investment and licensing in the tourism industry. On the other hand, they should develop policies to assist the export of goods and services in national companies, thereby stimulating the increase in commercial activity between countries. This could be done, for example, through the implementation of programmes for the modernisation, expansion and qualification of companies, as well as through the development of promotion programmes of domestic products to existing and new markets.
On the other hand, and as the main novelty of this paper, our analysis focuses on the relevance of the level of growth of business travel and tourism spending in one country's neighbours (once previous studies have not addressed the contagion effects of business tourism). In this study, these possible contagion effects have been tested, and our empirical research considered three hypotheses: (i) correlated effects (wherein countries in the same neighbourhood show similar levels of growth of business travel and tourism spending, because they share similar individual characteristics or face similar institutional environments), (ii) endogenous interactions (wherein the growth of business travel and tourism spending in a country varies with the growth of business travel and tourism spending of its neighbourhood) and (iii) contextual interactions (wherein the growth of business travel and tourism spending in a country varies with exogenous features of its neighbourhood). Results demonstrate that the growth of business travel and tourism spending in a country does not vary with the behaviour of its neighbour countries or with their exogenous characteristics. Thus, the growth of business travel and tourism spending is not contagious, that is, similar individual characteristics or similar institutional environments explain such similar levels in neighbouring countries. This finding is particularly important to the economic agents and decision-makers of a business destination, once they do not have to take the geographic aspects of neighbourhood into consideration to expand the incomes of business tourism in the short-and medium-term strategy. Furthermore, it should be highlighted that although several countries spend resources to develop tourism cooperation amongst neighbouring countries (namely, the European Travel Commission, ASEAN tourism cooperation and OIC tourism cooperation, amongst others), in the specific case of international business tourism, what we assert is that it is not necessary to try to spend money on this cooperation, that is, it is not necessary to coordinate policies between neighbouring countries to promote international business tourism. The focus should be on national policies. 
Notes
